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ABSTRAK 
 
 
 
Peneliti kali ini memiliki judul strategi komunikasi marketing communication hotel 
Golden tulip Surabaya dalam re-branding yang mencari tau lebih dalam tentang 
strategi yang di lakukan oleh marketing communication hotel Holden tulip 
Surabaya, akan perihal re-branding hotel .Peneliti tertarik dengan meneliti kasus 
ini di karnakan adanya sebuah fenomena di dalam dunia perhotelan di Surabaya, 
dengan adanya pergantian sebuah brand hotel yang sebelumnya Rich palace 
Surabaya menjadi Golden Tulip Surabaya di satu gedung yang sama. Penelitian kali 
ini menggunakan metode studi kasus. Peneliti menemukan adanya beberapa proses 
langkah yang di lakukan marketing communication untuk re-branding Golden 
tulip hotel, dalam hal tersebut berikut adalah temuan peneliti terkait proses re- 
branding. proses rebranding, repositioning, renaming, redesigning, relaunching 
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ABSTRACT 
 
 
 
This time the researcher has the title of marketing communication strategy at 
Golden Tulip Hotel Surabaya in re-branding who is looking for more information 
about the strategy carried out by the Holden Tulip Hotel Surabaya's marketing 
communication regarding hotel re-branding. Researchers are interested in 
examining this case in this case. There is a phenomenon in the world of hospitality 
in Surabaya, with the change of a hotel brand that was previously Rich Palace 
Surabaya to become Golden Tulip Surabaya in the same building. This research 
uses case study method. Researchers found that there were several process steps 
carried out by marketing communication for the re-branding of the Golden Tulip 
Hotel, in this case the following are the findings of researchers related to the re- 
branding process. rebranding, repositioning, renaming, redesigning, relaunching 
processes 
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